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Abstract: The purpose of this research is to examine the relationships between some selected factors 
(environmental attitude, perceived value, health consciousness, organic knowledge, subjective norms and 
attitudes toward organic food) and the purchase intention of Vietnamese customers with respect to 
organic food. Furthermore, a comparison of the significant differences among all the selected factors 
between Northern and Southern Vietnam is made. The data was collected from 201 people in the North 
(Ha Noi) and 201 people in the South (Ho Chi Minh City). The findings in this research are consistent 
with the results of a number of previous studies in terms of the positive correlation between the factors 
considered and purchase intention. In addition, the comparative study reveals significant differences in 
the health consciousness, subjective norms and purchase intention between Northern and Southern 
Vietnam. 
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Introduction 
Purchase intention is a prediction about 
consumers’ attitudes. It can affect the buying 
decision of customers in the future (Elbeck, 
2008; Warshaw, 1980; Bagozzi, 1983; Fishbein 
and Ajzen, 1975). Thus, intention purchase 
could help food manufacturers and marketers 
predict the purchase behavior of customers and 
understand the market. Furthermore, purchase 
intention is considered to be a forecasting 
instrument market research (Lipman, 1988).  
Purchase intention is something most organic 
food manufacturers focus on since it helps them 
identify the behavior of customers and their 
perceptions of the products (Magistris and 
Gracia, 2008). Once suppliers have a better 
understanding of customers, they can provide a 
wide range of products and that address 
customer satisfaction.  
In business, two of the goals most sellers want to 
achieve are profit and customer loyalty. Since 
attitudes toward the products play an important 
role in the buying decision of customers, sellers 
need to be flexible and respond to customers’ 
needs with the right products.  
 
1Phong Tuan Nguyen recently graduated from 
Assumption University, Graduate School of 
Business. This research was completed under the 
supervision of Assistant Professor Sirion 
Chaipoopirutana. 
The links between attitudes, intentions and 
behavior has been explained primarily by Ajzen 
(1985) who examined the positive relationship 
between customer attitude and intention to buy 
the organic food. The  findings of this study, in 
keeping with those from several studies (e.g. Lea 
& Worsley, 2005; Magnusson et al., 2001; 
Tarkiainen and Sundqvist, 2005; Tregear et al., 
1994) show that customers interested in organic 
food have positive attitudes toward organic food 
which can lead to actual purchase action 
(Wandel and Bugge, 1997).  
Many factors can affect customer attitude and 
purchase intention but as Chen (2008) argued, 
using general motives (factors) is  not helpful to 
show good predictions about the purchase 
intention of customers. Chen (2009) thus argued 
that two specific factors should be examined: 
(health consciousness and environmental 
attitudes) in order to make better predictions.  
For this study, the researcher chose organic 
knowledge, health consciousness, environmental 
attitudes, perceived value and subjective norms 
as the selected factors to make better predictions 
about consumer attitudes toward organic food 
and what leads to the decision of buying organic 
food in the future. 
The target market of this research is Vietnam, 
which is considered as the new market              
of  organic food    (http://www.organicvietnam. 
org.vn). For this reason, the researcher decided 
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to select additional factors capable of affecting 
the purchase intention of Vietnamese customers 
so as to have a better evaluation about 
Vietnamese customer attitudes toward organic 
food. 
Vietnam is a South East Asian country. 
(http://www.saigon-gpdaily.com.vn/). It opened 
its door to foreign investments around 20 years 
and is thus considered a new economy. At the 
early stage of its development, Vietnam faced 
many difficulties. Many bills issued by 
legislators to protect consumer against defective 
products were not approved and were watered 
down once they passed. As a result, consumers 
had to deal with many problems of product 
quality, especially food quality. In recent years, 
consumer protection laws have been approved 
and applied more strictly and with the emerging 
legislation, consumers have become more aware 
of health issues.  
Customers’ health protection is also changing 
positively. Some consumers have defended their 
legitimate rights when they bought low-quality 
products. If food manufacturers provide 
insufficient information about their products, 
customers may have a wrong perception of these 
products, which can affect their purchase 
intention (http://www.anninhthudo.vn/). From 
these reasons, the clarity of the product 
information provided is especially important. In 
the case of organic food, it gives customers a 
better perception and understanding of the food 
and may be an incentive for their purchase 
intention because of the safe consumption issues 
involved. All the more as food-borne illness is 
considered a burning issue in Vietnam and many 
other countries (http://www.vietnamnet.vn). In 
this context organic food acts for the good of 
society. It provides good quality food and health 
benefits to consumers such as no pesticide, 
fungicide residues or chemical substances and is 
known for its high vitamins and minerals 
content. 
(http://www.sustainableenterprises.com/). 
In the USA, organic food standards are set 
strictly by the government agency in charge, the 
Food Safety and Inspection Service. In Vietnam, 
the Ministry of Health has vowed to take up the 
issues of health care, food safety and food 
quality control and be accountable to the 
Vietnamese community. The rules set strict 
standards that include not only the product itself 
but also the process of production. The organic 
manufacturing process is controlled by the 
Vietnam Farmers’ Union.  
In recent years, organic farming projects 
have been developed thanks to the cooperation 
between Vietnam Farmers’ Union and the 
Agricultural Development of Denmark Asia 
(ADDA - Denmark). The purpose of these 
projects is: to increase the volume and quality of 
organic food;  increase the demand for organic 
agricultural products through marketing 
activities in local and international markets;    
and develop the national certification        
system for organic food in Vietnam 
(http://www.organicvietnam.org.vn/). 
The topic tackled in this study raises some 
important issues: Which selected factors could 
affect the purchase intention of Vietnamese 
customers? Are there significant differences in 
the selected factors between Northern and 
Southern Vietnam? What are the proper ways to 
maintain and increase the value of the purchase 
intention of Vietnamese customers about organic 
food? This study will examine these issues in 
light of the relevant literature. The conceptual 
framework and research methodology will be 
considered next. The results will then be 
analyzed and some recommendations made. 
 
1. Literature Review 
- Purchase Intention 
Elbeck (2008) described the readiness of 
potential customers in terms of purchase 
intention about a product. The sales of a 
company could be based on the market survey 
about the purchase intention of customers. 
Predicting purchases is the pre-step that guides 
customer to actual purchase actions, and is 
understood as purchase intention (Howard and 
Sheth, 1967). Furthermore, based on various 
previous theories, purchase intention can be  
considered as the predictor of future purchase 
decisions (Warshaw, 1980; Bagozzi, 1983; 
Fishbein and Ajzen, 1975).  
Two scales are used to analyze purchase 
intention: the purchase intent scale (McDaniel  
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and Gates, 1991) and 11-point purchase 
probability scale (Wright et al, 2002; Juster, 
1966) which is designed to test the response of a 
customer about the liking of an item that will be 
purchased in the future. Both the purchase intent 
and probability scales show reliability in the 
results with greater accurateness (Wright and 
MacRae, 2007). 
Some previous studies reveal significant 
differences between buying intention and buying 
behavior (Warshaw, 1980; Mullett and Karson, 
1985; Kalwani and Silk, 1982; Pickering and 
Isherwood, 1974). There is a difference between 
purchase intention and purchase behavior from a 
customers’ perception. However, this does not 
mean that researchers can ignore this factor 
because some previous studies investigated the 
significant and positive relationships between 
intention to purchase and the purchase behavior 
of customers through many strong linkages 
(Newberry, Kleinz and Boshoff, 2003; Morowitz 
and Schmittlein, 1992; Bennaor, 1995; Taylor, 
Houlahan and Gabriel, 1975; Granbois and 
Summers, 1975; Sheppard, Hartwick and 
Warshaw, 1988; Morowitz et al., 1996).  
The reliability of a purchase intention survey 
is based on the faithfulness, or honesty of each 
response. Truthfulness of the intention can fail 
in two cases. First, a positive response of 
purchase intention is not followed by purchase 
action. This kind of respondent is referred to as 
“intender | non-buyer” or (I+│B-). Second, a 
negative response in terms of purchase intention 
is followed by a purchase action. This is referred 
to as “non-intender | buyer” (I −│B+).  
Truthfulness of customer involves two cases: 
(I −│B −) and (I+│B+) which point to “non-
intender | non-buyers” and “intender | buyers,” 
respectively. In other words, the truthfulness of 
the response could improve the reliability of the 
research (Tirtiroglu and Elbeck, 2008). 
- Attitudes toward Organic Products 
Attitudes toward a product mean the  
directions that customers focus on and the thing 
in which they are interested. Consumers with a 
positive attitude toward a product will be more 
inclined to select the store and buy the product. 
However, in the case of customers with 
unfavorable attitudes, they will not choose the  
product or  will not buy the product (Moye and 
Kincade, 1999). Findings from previous studies 
show that consumers have different perceptions 
of organic food which bear on their attitudes 
toward it (safety, health) and toward the 
environment. These are determinative in 
understanding the buying decision process of 
customers with regard to organic food product. 
Many studies show that health factors are the 
most common issue. They act as a motivation to 
choose organic food (Williams and Hammit, 
2001; Schifferstein and Oude Ophuis, 1998; 
Tregear et al., 1994; Magnusson et al., 2003; 
Wandel and Bugge, 1997).  
Furthermore, consumers’ attitudes toward 
organic food are strongly related to consumers’ 
readiness to take healthy actions. The more 
ready a customer is to take healthy actions, the 
more positive his/her attitude toward organic 
food. In other words, the consumer’s health 
consciousness influences his/her attitude toward 
organic food. Thus, positive attitude towards the 
products not only affects the buying decision of 
customers and an individual’s health, it also 
influences the success or failure of food products 
in the food marketplace (Landell, 1992; Vetter 
and Christensen, 1996; Lin et al., 1996; 
Thompson and Kidwell, 1998; Beharrel and 
MacFie, 1991; Tregear et al., 1994). 
- Subjective Norms 
Subjective norms are understood as the 
effects of external factors on customer intention. 
Beliefs play important roles in forming the 
intention of customers (Miller, 2005). In 
previous studies of buying intention and 
behavior toward organic food, the role of 
subjective norms was not clear, especially with 
regard to their effect in forming the behavior 
(Ajzen, 1991). Magnusson et al. (2001) did not 
use subjective norms in their research whereas 
Sparks and Shepherd (1992) did, but the 
significance of this factor is not strong. 
However, this does not mean subjective norms 
play a minor role, Shepherd and O’Keefe 
(1984); Vallerand et al. (1992); Shimp and 
Kavas (1984) and Chang (1998) found a 
significant causes and effect relation from 
subjective norms to attitudes (missed in previous 
studies).   Furthermore,  the  relation   between  
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subjective norms and attitudes usually relate to 
the ethics, morality and human’s benefits. Chang 
(1998) concluded that if there is a relationship 
between  the subjective norms  and other root 
factors, it could not be ignored. 
Subjective norms research shows that it is a 
good predictor of behavior, when another 
person’s well-being is affected by an 
individual’s actions (Sheeran & Taylor, 1999; 
Kok & Godin, 1996). However, if it affects one 
individual in making a choice, the effect of 
subjective norms is negligible (Rimal & 
Lapinski, 2005). 
- Organic Knowledge 
Consumer’s knowledge is specific 
information that affects consumers buying 
decision (how and what). Understandings and 
the perceptions of consumers about the organic 
food is important because these factors because 
they help consumers recognize the 
characteristics and benefits of organic food 
when compared with conventional food and 
adopt a positive attitudes toward organic food 
(Von Alvesleben, 1997). Moreover, Yiridoe et 
al. (2005) discussed two reasons of knowledge 
that affect the buying intention of customers: 
first, insufficiency of knowledge, the main 
reason that explains why consumers do not want 
to buy or choose organic food; second, 
consumers’ perception of the lack of information 
provided about the organic products. They 
cannot clearly realize the uniqueness and 
benefits of organic products when compared 
with conventional food. Thus, organic logos or 
labels are the only things that enable customers 
to recognize that it is organic food. Researchers 
concluded that sufficient information about 
organic food helps to build the belief of the 
customers, and can help consumers have a better 
evaluation of the quality before deciding to buy 
the product. 
- Health Consciousness 
Consciousness relates to the mental system of 
the human (Rosenthal, 1986; Carruthers, 2000; 
Gennaro, 1995). Health has been defined as "a 
state of complete physical, mental, and social 
well-being and not merely the absence of disease 
or infirmity" (WHO, 1948). There are many 
factors that  can affect human’s health such as  
disease, environmental external and internal 
factors, medication, food consumption, etc. For 
these reasons, consumers become cautious in 
their food selection and with regard to safety 
factors. Health is an important factor in the 
buying decision process (Wandel and Bugge, 
1997; Magnusson et al., 2001).  The linkage 
between health perception and conscious is built 
to become one potential factor in the research of 
health-consciousness. As previously mentioned, 
organic food contains no harmful additives, 
more nutrients than conventional food and is 
safer for human’s health. Therefore, choosing 
organic food seems to be a proper decision. This 
is the reason why foods which are labeled as 
organic could make consumers think/perceive 
that organic foods are safe when compared with 
conventional ones (Grankvist and Biel, 2001; 
Torjusen et al., 1999).  
 
Perceived Value 
Many researchers and food manufacturers 
focus on perceived value because it is the main 
determinant in forecasting purchase behavior 
and competitive advantages (Zeithaml 1988; 
Holbrook, 1999; Dodds et al., 1991; Cronin, 
Brady and Hult, 2000).  It  has been defined as 
“the consumer’s overall assessment of the utility 
of a product based on perceptions of what is 
received and what is given” Zeithaml (1988). 
This definition is understood at the benefits of 
the products. Perceived product benefits are 
based on different characteristics of the products 
and availability of the products for buying and 
using purposes. Customer’s payments such as 
nominal price, costs or the service charges are 
defined as the perceived sacrifices (Ulaga and 
Chacour, 2001; Zeithaml, 1988; Slater and 
Narver, 2000; Monroe, 1990).  
Perceived value relates to the value for 
money consumers receive and pay for, “what  
you get for what you pay” (Sirohi et al., 1998). 
Furthermore, the reliability of the perceived 
value could be high when customers have the 
shopping experiences because they could 
measure the product value and could optimize 
the full process of decision-making and positive 
response actions (Simon, 1976). Thus, perceived 
value is a good instrument for forecasting  
104 
 
consumer-buying behavior (Schechter 1984; 
Dodds, Monroe and Grewal, 1991; Bishop, 
1984). Many studies in marketing aim to 
examine and understand the concept of 
perceived value. Value perception includes 
price, quality, experience and other factors 
(Schechter, 1984). Consumers can come up with 
a variety of definitions of value, for example: 
"Value is low price; Value is whatever I want in 
a product; Value is the quality I get for the price 
I pay; and Value is what I get for what I give." 
Marketers consider it important to 
understanding the role of perceived value. They 
are finding the proper understandings about this 
because of by understanding value. They have 
designed a value scale for measuring product 
values. The scale has to be based on value 
factors such as price, quality or consumer’s 
perception. Zeithaml (1988) stated that 
researchers could ask the customers about “what 
value is; what value is made of; and when 
perceived value is more or less, etc.” Thereby, 
the researchers can identify the various ranges of 
value.  
- Environmental Attitudes 
Grunert and Juhl (1995) found that there is a 
relationship between the environmental attitudes 
and buying decision with regard to organic food. 
Thus, positive attitudes toward environmental 
factors could lead to positive attitudes with 
respect to purchasing decision and buying 
frequency. For example, Loureiro et al. (2001) 
found that consumers who buy organic fruits 
(apples) have positive attitudes toward the 
environment and food safety. Durham and 
Andrade (2005) stated that consumer’ attitudes 
towards health and environmental factors are the 
main reasons to explain organic food purchases 
intention. Environmental attitudes can also be 
linked to beliefs and response toward an object 
(Heberlein, 1981).  
 
2. Conceptual Framework and Research  
    Methodology 
The objective of this study is to examine 
potential factors that could affect the purchase 
intention of Vietnamese customers. 
Furthermore, this paper also seeks to compare 
significant differences with regard to the 
selected factors between Northern and Southern 
Vietnam. 
 
Figure 1: Modified Conceptual Framework 
 
 
Source: created by the author for this study 
 
23 hypotheses have been developed based on 
the research objective of this study and 
conceptual framework. They are divided into 3 
mains groups:  
Group A consists of eight hypotheses (H1 – 
H8) which test the relationships between the 
selected factors (environmental attitudes, 
perceived value, health consciousness, 
subjective norms, attitudes toward organic food) 
and purchase intention in Northern Vietnam. 
Furthermore, they test the relationships between 
health consciousness, organic knowledge, 
subjective norms and attitudes toward organic 
food in Northern Vietnam that can lead to 
purchase intention. 
Group B consists of eight hypotheses (H9 – 
H16) which tests the relationships between these 
selected factors and purchase intention in 
Southern Vietnam. In addition, they test the 
relationships between health consciousness, 
organic knowledge, subjective norms and 
attitudes toward organic food in Southern 
Vietnam that can lead to purchase intention.  
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Group C determines the significant differences 
of all these selected factors as well between 
Northern and Southern Vietnam. It also includes 
eight hypotheses (H17 to H23).  
Data for this research were collected by 
distributing questionnaires to 201 respondents in 
Northern Vietnam and 201 in Southern Vietnam. 
The sampling method applied to in this research 
used the following: 
(i) Judgment sampling, which is a sampling 
procedure that selects the sample based upon 
some specific characteristic of the sample 
members (Zikmund, 2003). The selection 
focused on Vietnamese customers living in 
Northern and Southern Vietnam. The samples 
for the study were collected from Ha Noi 
(North), in three districts (Ba Dinh, Hoan Kiem, 
Hai Ba Trung) and from Ho Chi Minh City 
(South) where the researcher also collected the 
data in 3 districts (District 1, District 2 and Tan 
Binh District). These are the places where the 
companies and administrative zones are mostly 
located. 
(ii) Quota sampling - Zikmund (2003) 
indicated that quota sampling is a non-
probability sampling which represents the 
smaller groups of the population. The total 
sample size of the research is 400. Since the 
researcher selected two places, the sample size 
for each place is 200 respectively as shown in 
Table 1 (see Appendix One). Furthermore, each 
region was sub-divided into 3 districts selected 
because this is where most of the companies and 
the administrative zones are located, which 
makes it possible to focus on the people working 
there who have at least a Bachelor Degree. 
 (iii) Convenience sampling – As Zikmund 
(2003) stated, it is a non-probability sampling 
technique used and based on the convenience 
and readiness to answers the questions of 
respondents. The purpose of convenience 
sampling is to save time and cost during the 
survey. 
The primary data was collected in September 
2010. The questionnaire includes 9 parts. The 
first part consists of a screening question used to 
screen out customers who have never bought 
organic food since this research focuses on the 
purchase intention of non-experienced 
customers with regard to organic food.  
Parts 2, 3, 4, 6, and 8 use a 5-point Likert 
scale to evaluate the level of agreement of 
respondents with the 5 factors considered: 
environmental attitudes, perceived value, health 
consciousness, subjective norms, and purchase 
intention, respectively. Part 5 consists of 10 
questions to test one’s level of organic food 
knowledge. The true-false format is set for the 
questions and the scores allocated as 0.5 for the 
right answer and 0 for the wrong one. With 10 
questions, the maximum score that respondent 
can get is 5 and the lowest score is 0.  
Part 7 consists of 5 questions. Zikmund 
(2003) determined that numerical scales have a 
number of response options used to identify the 
categories (response positions). The researcher 
set the lowest number (1) as a negative attitude 
and the highest one (5) as a positive one. Since 
the scaled items have five response positions, 
this is a 5-point numerical scale. Furthermore, 
the meaning of the scores in the 5-point 
numerical scale is the same as with the 5-point 
Likert scale.  
Part 8 consists of 4 questions about the 
respondents’ demographic characteristics and 
personal information. 
 
5. Results and Conclusion 
In both regions, the majority of the 
respondents were males, 51.2 percent in the 
North and 50.2 percent in the South, most were 
between 24 and 29 years old, 49.3 percent in the 
North and 51.7 percent in the South and also a 
majority of them both have a monthly income 
between 6 and 10 million Vietnam Dong 
(VND). With respect to their education level, 
most of them have a bachelor degree. The 
highest percentages with regard to each 
demographic factor are summarized in Table 2 
(see Appendix 2). 
The data was analyzed by using statistical 
package of social science (SPSS). The results of 
groups A and B show that group A null 
hypotheses (1-8) and group B (9-16) were 
rejected, which means that environmental 
attitude, perceived value, health consciousness,  
organic knowledge and subjective norms have a  
significant effect on the attitudes toward organic 
food and purchase intention with regard to it. 
The results also indicate that there is a high 
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positive correlation between the attitudes toward 
organic food and purchase intention of 
customers in Northern and Southern Vietnam. 
This is consistent with the findings of 
Magnusson et al., 2001; Roddy et al., 1996; 
Grunert and Juhl, 1995; O’Donovan and 
McCarthy, 2002; Lea and Worsley, 2005, 
Shaharudin et al., 2010; Choo et al., 2004; Lada 
et al., 2009, Magistris and Gracia, 2008. 
In group C, the null hypotheses 17, 18, 20, 
and 22 were rejected, indicating that there is no 
statistically significant difference in the 
environmental attitudes, perceived value, 
organic knowledge, and attitudes toward organic 
food between Northern and Southern Vietnam. 
The reason these factors do not show any 
regional difference is that they are not affected 
by the geography (one Vietnam country), 
nationality (a Vietnamese identify with minor 
cultural differences), and educational system 
(the same in the North and South). Furthermore, 
the general uniform policy of the Vietnamese 
government has contributed to the erosion of any 
salient regional traits with regard to these 
factors.   
Regional lifestyles and cultures, however, 
have affect on some other factors as there are 
statistically significant differences in terms of 
health consciousness, subjective norms and 
purchase intention between Northern and 
Southern Vietnam. These differences can be 
accounted for by the particulars of the culture 
and lifestyle of each region in Vietnam. Health 
consciousness and subjective norms relates to 
food consumption, habit and culture, with 
differences between Northern and Southern 
people coming in part from the climate and 
culture. In the North, there are four seasons and 
only two in the South. The cold winters in the  
North affect food consumption habits as 
Northern Vietnamese will eat more than 
Southerners to protect themselves from cold 
temperatures. Furthermore, the immune system 
of the people who are living in the cold area is 
usually stronger. Those are the reasons why  
Europeans who come from the North areas such  
as Sweden, Finland or Norway are usually taller, 
stronger and have longer life than the Europeans 
in the other areas (https://www.cia.gov/). 
 
Recommendations 
Base on the findings of this research, the 
following recommendations can be made to 
increase the purchase intention of Vietnamese 
customers 
- Marketing the Organic Concept 
Organic food producers should launch a 
campaign to raise awareness about organic 
agriculture products among all their 
stakeholders, especially consumers. This 
campaign should be a type of social marketing. 
The aims should be to improve the 
understanding of organic agriculture in order to 
build momentum to support organic 
development. This could create a suitable 
environment for the development of medium 
and long-term plans. 
Note that these marketing activities should 
not include the profit purpose or selling purpose 
of some organic projects. Thus, the marketing 
activities in organic concept should be used to 
support the environmental attitudes, perceived 
value and organic knowledge of customers. This 
could improve the understandings and 
consumers’ perception about organic products 
through the knowledge and the sufficient 
information that Vietnamese customers would 
get from these activities. This stage could make 
customers have a positive attitudes toward the 
organic food. 
- Supply Chain Management 
Producing plans is a criterion for successful 
market penetration and development, especially 
for new products (organic food) and a new target 
market. Typically, in the early stages of 
development, the organic market will have many  
problems and difficulties in terms of production 
meeting consumer’s demand for organic food, 
especially in respect of fresh products. A good 
supply chain will help to synchronize the 
organic production and sales more effectively. 
Logistics, that is, management of transportation, 
distribution, packaging or even the 
manufacturer, also needs to be adjusted to 
respond to demand. Thanks to heightened 
control and planning, a better supply chain will 
help to ensure the quality of the products.  
In addition, efficient supply chain 
management will help to prevent the product  
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mix between organic and conventional products. 
Contact information in the supply chain 
management can help to generate consumers’ 
trust and make organic market development 
successful. This stage also increases the 
perceived value of customers as they realize the 
difference in using organic food as compared 
with conventional ones. Furthermore, health 
consciousness can benefit from this stage but 
this is not a strong influence since health 
consciousness comes from the inner perception 
of each person and is derived from education, 
personal habit, etc. 
- Start with Niche Markets 
Market development cannot be built 
overnight; it takes time. The important point 
here is that any organic food project should 
proceed systematically to approach the target 
market. The process should not be speeded up. It 
is necessary to build a strong foundation for 
medium and long term market development. 
After the first stage – the supply and 
management stage - has progressed and 
production becomes more stable, the next step 
should be to articulate a marketing strategy and 
start selling products at a profit. Customers 
would thus have some specific knowledge and 
perceived value of the organic food since they 
would have a chance to experience the products 
and evaluate the product, using their own 
perception.  
The researcher’s recommendation, however, 
is that organic food producers should start with a 
niche market because at first the amount of 
organic food produced will be low. Given the  
limited supply, niche markets would be 
appropriate and more suitable than market 
integration. Furthermore, market segmentation is 
important because, as this study shows, there are 
some significant differences in the subjective 
norms and health perception which in turn lead 
to significant differences in purchase intention in 
Northern as compared to Southern Vietnam. In 
light of these remarks, the research recommends  
that deeper market research of these factors be  
conducted in each region in order to have a 
better understanding of the consumer’s needs 
and wants in each region. 
Niche market could satisfy the small needs of  
consumers who already have higher awareness 
of organic agriculture, a better understanding of 
the benefits of organic products (especially 
healthy factors), and are willing to pay for 
organic products. Based on the classification of 
market, niche market is relevant for organic 
production in the early stages of development. 
Even at this stage, it is important to keep raising 
awareness for consumers in niche markets. The 
contents of the information imparted can be 
changed and be flexible. For instance, the added 
benefits to the environment and society that 
organic agriculture brings should be 
emphasized. Thus, intensified information 
would help to build trust in some groups of 
customers as to the genuineness of organic 
agriculture. Word-of-mouth is one way for these 
groups to advertise organic food and all the 
aforementioned benefits to the other group 
interested in organic foods 
(http://www.organicvietnam.org.vn). 
 
References 
Ajzen, I. (1985). From intentions to actions: A theory 
of planned behavior. In J. Kuhi & J. Beckmann 
(Eds.), Action.control: From cognition to behavior 
(11-39). Heidelberg: Springer. 
 
Ajzen, I. (1991). The theory of planned behavior. 
Organizational Behavior and Human Decision 
Processes, 50, 1991, 179-211. 
 
Ajzen, I. and Fishbein, M. (1975). Belief, attitude, 
intention and behavior. An Introduction to theory and 
research. Reading, Mass: Addison-Wesley. 
 
Bagozzi, R. P. (1983) A Holistic Methodology for 
Modelling Consumer Response to Innovation, 
Operations Research, 31, 128-176. 
 
Beharrel, B. and MacFie, J. H. (1991). Consumer 
attitudes to organic foods. British Food Journal, 93 
(2), 25-30. 
 
Beharrel, B., and Crockett, A. (1992). New age food, 
new age consumers. British Food Journal, 94 (7), 
1992, 5-13. 
 
Bennaor, A. C. (1995) Predicting Behaviour from 
Intention-to-Buy Measures: The Parametric case. 
Journal of Marketing Research, 32, 1995, 176-191. 
 
108 
 
Bern, D. J. (1970). Beliefs, attitudes and human 
affairs. Belmont, California: Brooks/Cole. 
 
Bishop, Willard R., Jr. (1984). Competitive 
Intelligence. Progressive Grocer (March), 19-20. 
 
Carruthers, P. (2000). Phenomenal consciousness 
(New York: Cambridge University Press). 
 
Chang, M. K. (1998). Predicting unethical behavior: 
a comparison of the theory of reasoned action and the 
theory of planned behavior. Journal of Business 
Ethics, 17 (16), 1825-33. 
 
Chen, F. M. (2009). Attitude toward organic foods 
among Taiwanese as related to health consciousness, 
environmental attitudes, and the mediating effects of 
a healthy lifestyle. Journal of British food, 111 (2), 
2009, 165-178. 
 
Choo, J. H., Chung, E. J, and Pysarchik, T. D. (2002). 
Antecedents to new food product purchasing 
behavior among innovator groups in India. European 
Journal of Marketing, 38 (5/6), 2002, 608-625. 
 
Cronin, J. J., Brady, M. K. and Hult, G. T. M. (2000). 
Assessing the effect of quality, value, and customer 
satisfaction on consumer behavioral intentions in 
service environments. Journal of Retailing, 76 (2), 
193-218. 
 
Dodds, W. B., Monroe, K. B. and Grewal, D. (1991). 
Effects of Price, Brand, and Store Information on 
Buyers’ Product Evaluations. Journal of Marketing 
Research, 28(3), 307–19. 
 
Durham C. A., Andrade, D. (2005). Health vs. 
environmental motivation in organic preferences and 
purchases. American Agricultural Economics 
Association Annual Meeting, Providence, Rhode 
Island. 
 
Gennaro, R. (1995). Consciousness and self-
consciousness: A defense of the higher-order thought 
theory of consciousness. Amsterdam & Philadelphia: 
John Benjamins. 
 
Godin, G., and Kok, G. (1996). The theory of planned 
behavior: A review of its applications to health-
related behaviors. American Journal of Health 
Promotion, 11, 87-98. 
Granbois, D., and Summers, J. O. (1974). Primary 
and Secondary Validity of Consumer Purchase 
Probabilities. Journal of Consumer Research, 1, 
1975, 31-38. 
Grankvist, G. and Biel, A. (2001). The importance of 
beliefs and purchase criteria in the choice of eco-
labeled food products. Journal of Environmental 
Psychology, 21, 405-410. 
 
Grunert, S. and Juhl, J. H. (1995). Values, 
environmental attitudes, and buying of organic foods. 
Journal of Economic Psychology, 16 (1), 39-62. 
 
Heberlein, A. T. (1981). Environmental attitudes. 
Madison, Wisconsin, 241 – 270. 
 
Holbrook, M. B. (1999). Introduction to Consumer 
Value’, in M.B. Holbrook (ed.). Consumer Value. A 
Framework for Analysis and Research, 1–28. 
London: Routledge. 
 
Howard, J. A. and Sheth, J. N. (1967). A Theory of 
Buyer Behavior, in Moyer, R. (ed.) “Changing 
Marketing System”, Proceedings of the 1967 Winter 
Conference of the American Marketing Association 
AMA, 253-262. 
 
Juster, F. T. (1966). Consumer Buying Intentions and 
Purchase Probability: An Experiment in Survey 
Design. Journal of the American Statistical 
Association, 61, 1966, 658-696. 
 
Kalwani, M. U. and Silk, A. J. (1982). On the 
Reliability and Predictive Validity of Purchase 
Intention Measures. Marketing Science, 1, 243-287. 
 
Lada, S., Tanakinjal H. G. and Amin H. (2009). 
Predicting intention to choose halal products using 
theory of reasoned action. International Journal of 
Islamic and Middle Eastern Finance and 
Management, 2 (1), 2009, 66-76. 
 
Landell, M. (1992). Organic Farming in Seven 
European Countries. Report for the European Crop 
Protection Association, Brussels. 
 
Lapinski, M. and Rimal R. N. (2005). An explication 
of social norms. Communication Theory. 15(2), 127-
147. 
 
Lea, E., and Worsley, A. (2005). Australians’ organic 
food beliefs, demographics and values. British Food 
Journal, 107 (11), 2005, 855-869. 
 
Lin, B. H., Payson, S. Y. and Wertz, J. (1996). 
Opinions of professional buyers toward organic 
produce: a case study of mid-Atlantic market for 
fresh tomatoes. Agribusiness, 12 (1), 89-97. 
 
109 
 
Lipman, J.  (1988). Single-Source Ad Research 
Heralds Detailed Look of Households Habits, The 
Wall Street Journal, 39. 
 
Loureiro, M., McCluskey, J., and Mittlehammer, R. 
(2001). Assessing Consumer Preferences for Organic, 
Eco-labeled, and Regular Apples. Journal of 
Agricultural and Resource Economics. 
 
Magistris, T., and Gracia, A. (2008). The decision to 
buy organic food products in Southern Italy. Journal 
of British food, 110 (9), 2008, 929-947. 
 
Magnusson, K. M., Arvola A., Hursti K. K. U., 
Aberg, L. and Sjoden O. P. (2001). Attitudes towards 
organic foods among Swedish consumers. British 
Food Journal, 103 (3), 2001, 209-226. 
 
Maier, H. G. (1980). Customer attitude awareness. 
Journal of Arboriculture, 6(10), 1980, 269. 
 
McDaniel, C. and Gates, R. (1991). Contemporary 
Marketing Research, St. Paul, MN, West Publishing 
Company. 
 
Miller, K. (2005). Communications theories: 
perspectives, processes, and contexts. New York: 
McGraw-Hill. 
 
Monroe, K. B. (1990), Pricing: Making Profitable 
Decisions, McGraw-Hill, New York, NY. 
 
Morowitz, V. G. and Schmittlein, D. (1992). Using 
Segmentation to Improve Sales Forecasts Based on 
Purchase Intent: Which Intenders Actually Buy?, 
Journal of Marketing Research, 29, 1992, 391-405. 
 
Morowitz, V. G., Steckel, J. and Gupta, A. (1996). 
When do Purchase Intentions Predict Sales?, 
(Working Paper, Stern School of Business, New York 
University, New York, 1996). 
 
Moye, L. N. and Kincade H. D. (1999). Shopping 
orientation segments: Exploring Differences in store 
patronage and attitudes toward retail store 
environments among female apparel consumers. 
International journal of consumer studies, 27 (1), 58-
71. 
 
Mullett, G. M. and Karson, M. J. (1985). Analysis of  
Purchase Intent Scales Weighted by Probability of 
Actual Purchase. Journal of Marketing Research, 93-
96. 
 
Newberry, C. R., Kleinz, B. R. and Boshoff, C. 
(2003). Managerial Implications of Predicting 
Purchase Behaviour from Purchase Intentions: A 
Retail Patronage Case Study. Journal of Services 
Marketing, 17, 609-618. 
 
O’Donovan, P., and McCathy, M. (2002). Irish 
consumer preference for organic meat. Journal of 
British food, 104 (3/4/5), 2002, 353-370. 
 
Pickering, J. F. and Isherwood, B. C. (1974). 
Purchase Probabilities and Consumer Durable 
Buying Behaviour. Journal of the Market Research 
Society, 16, 1974, 203-226. 
 
Roddy, G., Cowan, C. A. and Hutchinson, G. (1996). 
Consumer attitudes and behavior to organic foods in 
Ireland. Journal of International Consumer 
Marketing, 9 (2), 41-63. 
 
Rosenthal, D. (1986). Two concepts of 
consciousness. Philosophical Studies, 49, 329-359. 
 
Schechter, L. (1984). A normative conception of 
value. Progressive Grocer, 12-14. 
 
Schifferstein, H. N. J and Oude Ophuis, P. A. M. 
(1998). Health related determinants of organic food 
consumption in the Netherlands. Food Quality and 
preference, 9 (3), 119-33. 
 
Shaharudin, R. M., Pani, J. J., Mansor, W. S., and 
Elias, J. S. (2010). Purchase Intention of Organic 
Food; Perceived Value Overview. Journal of 
perceived value and purchase intention, 6 (1), 2010, 
70-79. 
 
Sheeran, P., and Taylor, S. (1999). Predicting 
intentions to use condoms: A meta-analysis and 
comparison of the theories of reasoned action and 
planned behavior. Journal of Applied Psychology, 29, 
1624-1675. 
 
Shepherd, G. J. and O'Keefe, D. J. (1984). 
Separability of attitudinal and normative influences 
on behavioral intentions in the Fishbein-Ajzen model. 
The Journal of Social Psychology, 122, 287-8. 
 
Sheppard, B. H., Hatwick, J. and Warshaw, P. R. 
(1988). The Theory of Reasoned Action: A Meta 
nalysis of Past Research with Recommendations for 
Modifications and Future Research. Journal of 
Consumer Research, 15, 1988, 325-343. 
 
110 
 
Shimp, T. A., Kavas, A. (1984). The theory of 
reasoned action applied to coupon usage. Journal of 
Consumer Research, 11 (3), 795-9. 
 
Simon, H. A. (1976). Administrative behavior; a 
study of decision-making processes in administrative 
organization, Macmillan Co, NY. 
 
Sirohi, N., McLaughlin, E. W. and Wittink, D. R. 
(1998). A Model of Consumer Perceptions and Store 
Loyalty Intentions for a Supermarket Retailer. 
Journal of Retailing. 74 (2), 223-245. 
 
Slater, S. F., Narver, J. C. (2000). Intelligence 
generation and superior customer value. Journal of 
the Academy of Marketing Science, 28 (1), 120-8. 
 
Tarkiainen, A., and Sundqvist, S. (2005). Subjective 
norms, attitudes and intentions of Finnish consumers 
in buying organic food. British food Journal, 107 
(11), 2005, 808-822. 
 
Taylor, J. W., Houlahan, J. J. and Gabriel, A. C. 
(1975). The Purchase Intention Question in New 
Product Development. Journal of Marketing, 39, 
1975, 90-92. 
 
Thompson, G. D. and Kidwell, J. (1998). Explaining 
the choice of organic produce: cosmetic defects, 
prices, and consumer preferences. American Journal 
of Agricultural Economics. 80 (2), 277-87. 
 
Tirtiroglu, E., and Elbeck, M. (2008). Qualifying 
purchase intentions using queueing theory Journal of 
applied quantitative methods, 3 (2), 2008, 167-178. 
 
Torjusen, H., Nyberg, A. and Wndel, M. (1999). 
Organic food: consumer’s perception and dietary 
choices. SIFO report 5, Lysaker, Norway. 
 
Tregear, A., Dent, J. B. and McGregor, M. J. (1994). 
The demand for organically grown produce. British 
Food Journal, 96 (4), 21-5. 
 
Ulaga, W., Chacour, S. (2001). Measuring customer-
perceived value in business markets. Industrial 
Marketing Management, 30, 525-40. 
 
Vallerand, R. J., Deshaies, P., Cuerrier, J. P., 
Pelletier, L. G., and Mongeau, C. (1992). Ajzen and 
Fishbein's theory of reasoned action as applied to 
moral behavior: a confirmatory analysis. Journal of 
Personality and Social Psychology, 62 (1), 98-109. 
 
Vetter, H. and Christensen, A. (1996). Evil  
ecologists. Paper presented at the IX EAAE 
Congress, Edinburgh. 
 
von Alvesleben, R. (1997). Consumer behavior. in 
Padberg, D.I., Ritson, C. and Albisu, L.M. (Eds), 
Agro-food Marketing, CAB International, New York, 
NY. 
 
Wandel, M. and Bugge, A. (1997). Environmental 
concern in consumer evaluation of food quality. Food 
Quality and Preference, 8(1), 19-26. 
 
Warshaw, P. R. (1980). Predicting Purchase and 
Other Be-haviors from General and Contextually 
Specific Intentions. Journal of Marketing Research, 
17, 26-33. 
 
Williams, P., Hammitt, K, (2001). Perceived Risks of 
Conventional and Organic Produce: Pesticides, 
Pathogens and Natural Toxins. Risk Analysis Journal, 
21 (2), 319-330. 
 
Wright, M. and MacRae, M. (2007). Bias and 
Variability in Purchase Intention Scales. Journal of 
the Academy of Marketing Science, 35, 2007, 617-
624. 
 
Wright, M., Sharp, A. and Sharp, B. (2002). Market 
Statistics for the Dirichlet Model: Using the Juster 
Scale to Replace Panel Data. International Journal of 
Research in Marketing, 19(1), 2002, 81-90. 
 
Yiridoe, E. K., Bonti-Ankomah, S. and Martin, R. C. 
(2005). Comparison of consumer’s perception 
towards organic versus conventionally produced 
foods: a review and update of the literature. 
Renewable Agriculture and Food System, 20 (4), 
193-205. 
 
Zeithaml, V.A. (1988). Consumer Perceptions of 
Price, Quality, and Value: A Means-End Model and 
Synthesis of Evidence. Journal of Marketing. 52 (3), 
2-22. 
 
Zikmund, W.G. (2003). Business research method, 
7th Edition, New York: The Drylen Press. 
 
Websites 
http://www.anninhthudo.vn/. 9/11/2010 
http://www.organicvietnam.org.vn, 9/11/2010 
http://www.saigon-gpdaily.com.vn/, 9/11/2010 
http://www.sustainableenterprises.com/, 9/11/2010 
http://www.vietnamnet.vn/, 9/11/2010 
http://www.who.int/, 9/11/2010 
https://www.cia.gov/, 9/11/2010 
111 
 
Appendix One:  
 
Table 1: Number of respondents for each district and 
each region in Vietnam 
 
Districts of Ha Noi (North) 
Amount 
(person) 
Hoan Kiem 
Ba Dinh 
Hai Ba Trung 
67 
67 
67 
Total of North 201 
Districts of Ho Chi Minh 
City (South) 
Amount 
(person) 
District 1 
District 3 
Tan Binh 
67 
67 
67 
Total of South 201 
Total 402 
 
Source: created by the author for this study 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 2: Summary of demographic highest 
percentages 
 
North 
Respondent 
profile 
Highest percentage 
Variable 
Percentage 
(%) 
Gender Male 51.2% 
Age 
24-29 years 
old 
49.3% 
Monthly 
income 
6 – 10 million 
VND 
46.3% 
Educational 
level 
Bachelor 
degree 
47.8% 
South 
Respondent 
profile 
Highest percentage 
Variable 
Percentage 
(%) 
Gender Male 50.2 
Age 
24-29 years 
old 
51.7% 
Monthly 
income 
6 – 10 million 
VND 
47.8% 
Educational 
level 
Bachelor 
degree 
43.3% 
 
Source: created by the author for this study 
 
 
